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Nama : Steven Kurnia (00000043868) 
Judul : Pengaruh Social Media Marketing Activity dan Social Media Influencer 
di Instagram Terhadap Purchase Intention Pada Brand Fashion X di 
Indonesia 
Seiring dengan perkembangan dunia digital yang pesat, sosial media telah 
menjadi salah satu sarana untuk melakukan kegiatan pemasaran. Pemasaran secara 
online (social media marketing activity) ini bertujuan untuk meningkatkan 
kesadaran akan suatu produk, memperluas koneksi, serta meningkatkan kedekatan 
antara suatu bisnis dengan konsumennya. Penggunaan social media influencer juga 
diduga dapat mempengaruhi minat beli konsumen terhadap merek tertentu. 
Penelitian ini dibuat untuk menelitii bagaimana pengaruh dan seberapa besar 
pengaruh social media marketing activity (SMMA) dan social media influencer 
pada Instagram terhadap purchase intention dari Brand X. Penelitian ini 
menggunakan metode kuantitatif dan pengumpulan data dilakukan dengan teknik 
survei menggunakan google form yang disebarkan secara online. Dari hasil survei 
tersebut terkumpul 128 responden. Hasil penelitian menunjukkan bahwa SMMA 
berpangaruh signifikan terhadap purchase intention baik secara lansung maupun 
secara tidak lansung dengan dobel mediasi brand equity dan e-wom. Namun disisi 
lain, social media influencer tidak berpengaruh signifikan terhadap purchase 
intention secara tidak lansung dengan dobel mediasi brand equity dan e-wom, tapi 
berpengaruh signifikan terhadap purchase intention secara lansung.  Hasi penelitian 
ini diharapkan dapat membantu brand fashion X untuk memprioritaskan kegiatan 
pemasaran online mereka di Instagram agar dapat meningkatkan purchase intention 
dari brand tersebut. 
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Name : Steven Kurnia (00000043868) 
Title : The Influence of Social Media Marketing Activity and Social Media 
Influencers on Instagram on Purchase Intention at Fashion Brand X in 
Indonesia 
 
With the rapid development of the digital world, social media has become 
one of the means to carry out marketing activities. This social media marketing 
activity aims to increase the awareness of the product, expand connections, and to 
increase the relationship between a business and its consumers. The use of social 
media influencer is also suspected to be able to influence consumer buying interest 
in brands. This study was made to examine the influence and the significance of 
social media marketing activity (SMMA) and social media influencers on Instagram 
to the purchase intention of Brand X. This research was conducted using 
quantitative method and the data collection was carried out by survey techniques 
using google forms which are distributed online. From the results of the survey, 
128 respondents were collected. The results of the study indicate that SMMA has a 
significant effect on purchase intention both directly and indirectly with the double 
mediation of brand equity and e-wom. But on the other hand, social media 
influencers do not have a significant effect on purchase intention indirectly with the 
double mediation of brand equity and e-WOM, but have a significant effect on 
purchase intention directly. The results of this study are expected to help fashion 
brand X to prioritize their online marketing activities on Instagram in order to 
increase the purchase intention of the brand. 
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